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中 文 摘 要 
 I
中 文 摘 要 
近年来，我国汽车市场的发展几乎是“一路高歌”，汽车广告作为汽车营
销的重要手段之一，也获得了较大发展，引起了学术界和业界的关注和讨论。




（1）1997-2010 年的 14 年间，报纸汽车广告的投放随时间变化呈现“直
线+ W 型” 发展曲线，2003 年以前广告投放数量逐年增长，2004 年之后呈现
波动发展。 































With the development of automobile market in China, automotive advertising 
has made great progress. As an important marketing means, automotive advertising 
also caused concern and discussed in the academic and industry field. This research 
investigates 1473 samples of automotive advertising in Southern Weekend from 2004 
to 2010, using content analysis method, abstracting 24 encoding items which can be 
an objective description and have a reference value for statistical analysis. And the 
paper already has a longitudinal comparison with previous study. 
According to the result of this research, 
(1)The tendency of 14 years from 1997 to 2010 has showed a “Linear + W” 
curve, before 2003 the number of automotive advertising increased rapidly and then 
fluctuated. 
(2)Advertising performance aspects: automotive advertising layout gives 
priority to half page, big layout trend strengthened; below the layout has been the 
most popular location, compared with the previous seven years, the proportion has 
increased, advertisers generally favor using automobile picture to show their 
products, but the proportion has decreased; before 2003 black and white advertising 
absolute dominance, since 2004 colorful advertising become advertising choice;  
compared with the previous seven years most automotive advertising are in favor of 
separate relationship; model has been low utilization rate, adult male models still 
account for the largest proportion, but the proportion of celebrity models increased; 
advertising copywriter undergone great changes, the number of long advertising 
copy is reducing, short advertising copy is popular especially 100 words.  
(3)Advertising appeal aspects: it has not changed significantly; advertisers are 
in favor of brand image and environment protection appeal. 















performance among different automotive companies, mainly in advertising volume, 
advertising type, page size, graphic relations, advertising color, models, etc. 
Based on the analysis of research conclusion, the research discussed the reasons 
of the results. In order to give some references to academic and industry, the author 
also puts forward the limitations of the study.  
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的产销量都占行业比重的 1/4 强，成为行业中的新增长点。 
进入 90 年代后，中型货车的“霸主”时代逐渐成为过去，取代它的是商用
车和乘用车的迅猛崛起和强势发展。尤其在我国加入 WTO 后，汽车业发展更是
























2000 年之后中国汽车市场处于持续增长态势，到 2007 年销量水平比 2003
年翻了一番，成为仅次于美国的全球第二大汽车消费市场。2009 年我国一跃超
过美国，成为全球汽车产销第一大国。2009 年 1-10 月，中国汽车产销首次超
过 1,000 万辆，分别为 1,087.32 万辆和 1,089.14 万辆，同比增长 36.23%和










































生于 1900 年，“世界上 早的汽车广告是由美国奥兹莫比尔汽车公司创始人兰
塞姆·奥兹，于 1900 年底为策划‘奥兹莫比尔汽车厂’竣工投产宣传活动在底
特律创建的。随后，他还制作了大量色彩鲜艳印有‘卡布德达什’汽车的海报




80 年代才出现第一则国内汽车广告，“1984 年 10 月 11 日天津大发在《经济日
报》上作了标题为‘天津大发微型汽车面世’” [5]，这是我国第一则汽车广告。



























笔者通过查阅相关资料发现，汽车广告走过 2005 年的抉择期，自 2006 年
汽车广告市场开始回温，广告投放量呈上升态势，2006 年汽车类广告投放增长
了 38％，2007 年汽车类广告增长了 24%。2009 年汽车行业报刊广告刊登总额为
92.3 亿元，同比增长为 6.1%。2010 年汽车报刊广告投放增长了 40.19%。由此
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